Smart Insights and Practical Advice for the Contact Center

CONTACT CENTER TRAINING SURVEY / APR 2015

“Time and time again, agents and
frontline leaders who get exposed to
well-designed training on basic call
center principles walk away with
an appreciation for the organization
that they carry with them throughout
their careers.”
p. 6
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s more organizations turn to customer experience as a
competitive differentiator, contact centers must ensure
that staff at all levels and functions are fully prepared to
drive customer-centric goals. How is contact center training
evolving to meet the needs of today’s customer-focused organizations? How can managers align QA and training for better
results? How can centers get the best ROI from training efforts?

We asked the experts from the leading contact center training providers for their views and
advice on these issues and more.

Where should contact center supervisors and managers concentrate
their own training to be more successful in today’s rapidly evolving
business environment?
Mike Aoki: Technology. Contact center technology is rapidly changing, with an emphasis on
omnichannel client service and social media. To avoid falling behind your customer’s expectations, you need to read, attend seminars and be at least as knowledgeable on tech as your
customers. Today’s customers, especially millennials, have high expectations of technology. They
expect to get customer service help, not only by phone or email, but by website chat, Twitter
and Instagram. To survive, contact centers leaders need to keep up.
Jodi Beuder: With the changing environment of the customer experience (omnichannel, call
skills blending, metrics to measure, etc), supervisors and managers should concentrate their
own training on targeted guidance and encouragement of each agent, and reinforcement.

In February 2015, we conducted
a Pipeline Poll of 90 contact
centers to learn more about
how they allocate their training
budgets, time and resources
for ongoing learning and
development across several call
center functions.
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Elaine Carr: Supervisors and managers should always be seeking to be better supervisors
and managers. No matter how good they already are, there is always room for improvement. I
would suggest the first focus is on being self-aware—looking at what the supervisor/manager
has done well and where they could have done better. Doing some short, reflective writing in
a journal at the end of each day is a great way to build this self-awareness and get better at
managing others.
Another area of focus should be on building relationships, both inside your team, and with
those outside of the team. A big part of supervising/managing others is influencing them to
get better at their job or influencing others to get the things the team needs in order to meet
goals and be better at the job. Effective influencing requires good relationships, so get to know
the people on the team as well as those outside of the team who can help the supervisor/
manager get the job done.
These days it is also important for supervisors and managers to know how to use data
properly. This means getting data out of the various systems in which it lives (so knowing how
to use systems effectively) as well as then understanding what the data means and what to
do with the data in order to drive improvements. It also means knowing when not to rely too
heavily on data.
As a training manager, I have always loved developing and facilitating management development programs. It is fun to help others get better at what they are doing, but it also helps
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MIKE AOKI

JODI BEUDER

ELAINE CARR

President
Reflective Keynotes Inc.
www.reflectivekeynotes.com

Customer Experience Advocate
Impact Learning Systems
www.impactlearning.com

Mike Aoki is a popular conference speaker and seminar
leader. He is President of Reflective Keynotes Inc., a
Toronto-based training firm that helps organizations to
improve their contact center sales, customer service
and management skills.

Jodi Beuder, Customer Experience Advocate at Impact
Learning Systems, believes customer service exists not
just outside the company, but inside, too. “Having excellent
customer service skills and knowledge are paramount to
creating strong working relationships, whether you are in an
office or out in the field.” With almost 20 years in Marketing
Executive roles, Jodi has dedicated her career to assisting
companies grow their brand presence and sales, and most
importantly, their customer retention and satisfaction.

Training & Development Manager
International Customer Management Institute
(ICMI)
www.icmi.com

Mike’s background includes 20 years of customer
service, sales and management experience, with a
focus on call centers. He brings real-life examples to
his training workshops, speeches and consulting work.

A professional in the training arena for 30 years, Elaine
Carr has more than 15 years’ experience in the contact
center industry. She has both outsourced (domestically
and internationally) contact center services and worked
in companies doing the outsourced contact center work.
The variety of business that she has experienced in the
contact center world includes financial services, transportation, government, healthcare, insurance, retail and utility
services, giving her a wide-ranging view of the industry.
Currently, Elaine utilizes her contact center and training
experience at ICMI as the Training & Development Manager.

NINA KAWALEK

JAY MINNUCCI

DINA VANCE

Chief Executive Officer
RCCSP Professional Education Alliance
www.the-resource-center.com

President and Founder
Service Agility
www.serviceagility.com

Nina Kawalek is the Chief Executive Officer of the RCCSP
Professional Education Alliance, a horizontal industry alliance of professional training firms and certification bodies
serving the contact center industry since 1995. She has
extensive experience designing and delivering contact
center management and frontline training programs in the
U.S. public and private sectors, and maintains a personal
focus on government and non-profit help and crisis centers. She has a passion for the Call Center Sciences and
develops training to share, discuss and deploy scientific
research results impacting contact center operations and
caller satisfaction.

Jay Minnucci is the President and Founder of Service Agility,
a consulting and training company dedicated to improving
customer service and call center operations. In this role,
he provides strategic and tactical guidance across all
industries for enterprises that seek to optimize customer
interactions. Prior to starting his own firm, he spent 8 years
as the Vice President of Consulting for the International
Customer Management Institute (ICMI). Before becoming
a consultant, he spent 17 years running mission-critical
award winning call center operations.

Senior Vice President of Sales & Marketing/
Managing Director of North American Operations
Ulysses Learning
www.ulysseslearning.com

Nina is certified to instruct contact center director, manager,
supervisor, frontline and government debt collections training and certification programs. She is a CPA, and holds a
Master’s degree in Accountancy and Systems Design from
the University of Illinois at Urbana, ICCP certification in IT
consulting, CCCM Certification in Call Center Management,
and the ASTD Advanced Training Development Certificate.
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Jay leads over 20 consulting/training assignments a year
in the United States and abroad. He provides customized
training solutions for private clients and also leads public
training sessions for participants in positions ranging
from call center agent to executive leadership. Topics
include: Crafting a Contact Center Strategy, Call Center
Management Principles, Workforce Management Principles,
and Managing a Small Contact Center.

Dina Vance is a widely respected thought leader on developing and leading contact center staff and a pioneer
in improving performance of contact centers. Dina was
responsible for the ground-level startup of two contact
centers before she moved into a consulting role where she
also managed the call center division for an international
consulting and training organization. She has worked with
Fortune 100 companies to optimize their contact center
performance through focus on results, people and process.
She currently serves as Ulysses Learning’s Senior Vice
President of Sales & Marketing/Managing Director of
North American Operations. A regular speaker at conferences such as the BCBS Association and the Executive
Learning Exchange, Dina frequently writes and talks about
leveraging the power of social media in contact centers.
She is on the executive board of the Call Center Industry
Advisory Council (CIAC).
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How Much Ongoing Training Is Provided?

AGENTS

71%
< 50

TEAM LEADS

21%
51-100

Annual Training Hours

74%
< 50

19%
51-100

Annual Training Hours

SUPERVISORS

70%
< 50

20%
51-100

Annual Training Hours

MANAGERS

72%
< 50

17%
51-100

Annual Training Hours

me always get better as a manager because I’m always reflecting on how I can do better at
whatever skill I am covering with others. Outside of developing and facilitating, I keep up this
focus on getting better by reading lots of blogs, talking with others in management, and doing
short, reflective journal entries in the last 10 to 15 minutes before I leave the office each day.
Keep learning and keep working to be better.

Who receives
enough training?

Jay Minnucci: Training at these levels should be customized to the individual. Moving ahead
in today’s organizations requires a very well-rounded skill set, from coaching and leadership
capabilities to technology expertise to data analysis skills (and everything in between). An
honest self assessment of skills, along with input from mentors, is needed to craft training
programs that most effectively address gaps on an individual basis.

AGENTS

Q. How can contact center managers more effectively tie QA results
into training?

TEAM LEADS
SUPERVISORS

MANAGERS

WHY?Most Common Reason Given:
Agents: Understaffed or not enough time
Team Leads: Time and budget constraints
Supervisors: Time and budget constraints
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Mike Aoki: Get the trainers involved in QA. Have them attend calibration sessions so they
know what “great” sounds like. Have the QA team debrief any identified hot-button issues
with the training team, so trainers know what to emphasize in their workshops. Don’t leave
communication to chance. Schedule these sessions on a weekly basis!
Jodi Beuder: Managers should identify their call center’s metrics that drive their customer’s
success; what metrics should they be keeping an eye on, on a regular basis? Once they have
a Top 10 list, they can more effectively measure quality of agent behavior based on how
successful the call ends up.
Elaine Carr: After a training session, whether it be new-hire, crosstraining, refresher training
or any other type of training, isolate the QA results for those trained and look for areas of
improvement or areas of opportunity. This means being able to drill down on the QA results to
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What Training Methods?
1) In-person seminars/workshops
2) Classroom
3) Mentoring/E-learning/Webinars (tie)
4) Conferences
5) Special projects

1) On-the-job training
2) Classroom
3) Mentoring
4) E-learning
5) In-person seminars/workshops

AGENTS

SUPERVISORS
1) In-person seminars/workshops
2) Classroom/On-the-job training (tie)
3) Mentoring
4) E-learning
5) Webinars

TEAM LEADS

MANAGERS

1) In-person seminars/workshops/
E-learning/Conferences (tie)
2) Classroom/Webinars (tie)
3) On-the-job learning
4) Special projects
5) Mentoring

see what was missed and to see the specific comments the analysts provided. Make sure to
focus on both positives and negatives. And then share this information with the trainer. Even
make QA results for the people the trainer has recently trained available to the trainer to do
their own drill-down analysis. After training, this analysis should be done at least weekly for
the first month, if not longer, for new-hire classes.
When sharing QA results with the trainer, make sure that the tone is collaborative and not
accusatory. Recognize that not everything covered in training will be remembered when people
actually are on the floor. Are there any big areas that people needed that they don’t seem
to remember (whether or not they were covered in the training)? What areas did the training
class excel at (so that you do not lose these areas of focus)? What could be changed about
how a topic was covered in class that might make it more memorable? Is a job aid needed?
I also coach trainers that they need to make the quality analysts their best friends. These
analysts are a great source of information not only about areas of struggle, but also about
specific examples for these areas. If a trainer wants an example of a specific type of call, they
should let the analysts know about it so that when the analysts come across that kind of call
in the course of their work, they will pass along the example to the trainer. Analysts are a great
source of interesting, helpful, realistic stories that trainers can use in the classrooms, as well.
The trainer should invite an analyst into the classroom to cover quality processes and do a
calibration session with the participants.
Training, quality and supervisors should regularly meet together to compare notes about how
the teams are doing and what issues might be arising. Training is not the appropriate answer
for every performance issue, but taking the time to meet and look at areas of opportunity
with the teams will allow supervisors to proactively make plans for performance interventions,
whether or not training is the appropriate intervention, and will more closely bind together
trainers, analysts and supervisors as a team.
Jay Minnucci: QA and Training must be closely linked or an organization will never achieve
success. Every month, the QA team should generate a report showing quality rates by each
category that is monitored (opening, courtesy, etc.). The data should be shared with Training as
a way to prioritize the areas where the trainers should focus their efforts. Beyond this, it can be
very effective to have the trainers function as “part-time” QA staff, at least when hiring activity
is minimal. That allows the trainers to directly observe the outcomes of their work.
Pipeline Articles www.contactcenterpipeline.com
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Who Conducts Ongoing Training?
FOR AGENTS

FOR TEAM LEADS

Dedicated Call Center Trainer/Team

Call Center Management

39%
Call Center Management

38%
Dedicated Call Center Trainer/Team

34%
Corporate Training Department

12%

23%
Tie**

14%
**Corporate Training Department/Third-party Training Firm

Dina Vance: To effectively tie QA results into training, QA must benchmark and identify trends,
behaviors, processes, performance gaps, and compare those results with customer satisfaction
data. Based on this information, training provides tools, job aids or short refreshers to address
the needs. QA continues to provide new benchmarks to show changes in behavior.

Q. What types of frontline training are most
effective at reducing agent turnover?

TIME AND TIME AGAIN,
AGENTS AND FRONTLINE
LEADERS WHO GET
EXPOSED TO WELLDESIGNED TRAINING
ON BASIC CALL CENTER
PRINCIPLES WALK AWAY
WITH AN APPRECIATION
FOR THE ORGANIZATION
THAT THEY CARRY WITH
THEM THROUGHOUT
THEIR CAREERS.
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Mike Aoki: One of the leading causes of agent turnover is frustration. Frustration from not being
equipped with the right answers to client questions. Frustration at not knowing how to use the
systems. Frustration with being yelled at daily and not knowing how to recover and recharge.
To reduce agent turnover, the training department needs to constantly upgrade the content
of their training to address key customer concerns. They also need to ensure that their training
systems mirror the current production environment. I have seen too many training departments
forced to use antiqued systems that have not been refreshed to match the current production
screens. As a result, new-hires learn the old way of entering information and then are shocked
to see the production screens once they graduate.
Finally, more emphasis needs to be placed on training agents to recover and recharge from
tough calls. Otherwise, they burn out and quit.
Jodi Beuder: Training that shows the agent they are being invested into, that gives them skills
to improve their behaviors—those are the types of training tactics that make a difference. When
an agent feels their company cares about them as a person, and their growth and improvement,
versus numbers and bottom line, those agents tend to stay.
Elaine Carr: One of the most important elements in reducing agent turnover is remembering
that they are adults and treating them with respect and as individuals. When designing and
delivering training, or just when interacting with agents day-to-day, it is important to remember
this and not just treat them as interchangeable machine parts waiting for you to press the
button to turn them on. Agents have a lot to offer.
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Who Conducts Ongoing Training?
FOR SUPERVISORS

FOR MANAGERS

Call Center Management

Third-party Training Firm

29%
Third-party Training Firm

26%
Corporate Training Department

18%
Tie**

21%
HR Department

17%

18%

**Corporate Training Dept/Dedicated Call Center Trainer/Team

An example of this principle in training is a call-control refresher training where, as soon as
people enter the room, they are instructed to grab a marker and begin answering one of the
questions that is posted on flip chart paper around the room. The questions are: (1) What is
call control? (2) When is call control difficult? (3) What are your best tips for controlling the
call? The participants fill up the pages with their thoughts for the first 10 minutes of the class
and then the remaining 35 minutes are spent actively reinforcing and practicing applying
these things they already knew but were not applying. They then can go back and apply the
principles to their calls, improving handle times and the customer experience considerably. It
all began with treating agents as adults who have knowledge and experience that was worth
sharing (as opposed to treating them as misbehaving children).
Since adults learn best to solve a problem they have, drawing agents in to identify areas they
need further training in and then designing that training around solving the agents’ problems will
help reduce turnover as the agents feel they are getting better and moving forward in what they
are doing. Additionally, training that challenges the agents in new ways will have the same effect.
Finally, using agents as SMEs to help others, either in a training class or on the floor, will help
agents feel even more ownership and mastery, recognizing and capitalizing on their strengths.
Nina Kawalek: Controllable turnover occurs primarily when agents experience either poor job
fit or an inability to perform well. Most agent training programs are focused on performance,
so let’s explore the poor-fit issue and where training can help.
While aspects of work peculiar to contact center environments are explained during the
hiring process, some candidates that are poor fits invariably get hired. At the same time, newhires who would fare well in a contact center can be initially put off by rigorous management
practices inherent to a call center if they do not understand the purposes. They could leave
for the wrong reasons. In either case, the cost-of-attrition meter is running. Helping new-hires
decide whether the job is a good fit for them early in the new-hire training process helps to
minimize the center’s cost of attrition. So, what could help?

Pipeline Articles www.contactcenterpipeline.com
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How Much Is Spent Annually on Ongoing Training?

46%
spend
up to $1k

17%
spend between
$1k and $5k

PER
AGENT

41%
spend
up to $1k

17%
spend between
$1k and $5k

PER
TEAM LEAD

Seemingly Big Brother-ish functions in the call center environment can catch new-hires by
surprise, such as emphasis on mere minutes of non-adherence, and the detailed expectation,
scoring and analysis of quality monitoring. Including a training module that demonstrates the
impact of non-adherence to schedule on customers and team members can open people’s
eyes to the reasons management emphasizes agent timeliness. Similarly, new-hire training
is the perfect time to explain the continuous quality improvement cycle and the purpose of
quality monitoring and coaching in a contact center. Are you monitoring agents during new-hire
training and explaining how scoring is performed? What about self- and peer-monitoring? A
little creativity and gamification can take the fear out of the quality monitoring process for good.
For those who are going to be a good fit for the call center, understanding the purpose of
scheduling, tracking adherence and continuous quality improvement can take the stress out
of being the subject of these processes. On the other hand, if a new-hire is not a good fit,
it’s better that they learn it early in the onboarding process, before the organization makes
additional investment in nesting, mentoring and coaching, when that investment is about to
walk out the door.
Jay Minnucci: If you have hired properly, you will have agents who find a great deal of intrinsic
value in serving customers. Delivering the type of training that directly improves customer
satisfaction (and then allowing agents to do what it takes to meet customer needs) will generate the satisfaction and engagement that keeps agents in their jobs. Much of this training is
communication-related—understanding unspoken needs, varying styles to match the customer,
engaging in meaningful conversation—these are topics that hit home with agents who are truly
interested in making a career of the contact center.

Pipeline Articles www.contactcenterpipeline.com
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How Much Is Spent Annually on Ongoing Training?

41%
spend
up to $1k

17%
spend between
$1k and $5k

PER
SUPERVISOR

33%
spend between
$1k and $5k

17%
spend
up to $1k

PER
MANAGER

Q. What types of training programs can prepare frontline agents for
engaging customers across multiple channels?
Mike Aoki: Omnichannel requires agents to have a much higher level of communication skills.
They need to be trained on written, verbal and social media skills. Notice that I put social media
skills as a separate category. That is because it is different than regular email or report-writing
skills. One of the big challenges in converting a “call” center to omnichannel is training agents
on their reading and writing skills. They also need to learn how to translate their “friendly phone
voice” into a “reader-friendly” writing style.
Jodi Beuder: All of customer engagement, no matter what the channel, revolves around communication. If the agents can attend a half-day session regarding communication skills, they
can focus on short communications (live chat or social media) and verbal communications
(phone or in-person), and be successful with any type of channel.
Dina Vance: The type of training required to prepare agents across channels is three-fold. First,
training needs to identify competencies required, as they differ between multiple channels.
Second, training must be designed to include all four learning styles: write, read, see and do.
The third requirement is to determine a common conversation strategy for every touchpoint,
so that every customer is provided the same positive experience.

Q. How have contact centers evolved their training techniques to reflect
changes in the frontline job/function?
Jodi Beuder: Invest in training as a job skill improvement, behavior improvement and culture
improvement versus focusing on training to improve revenue growth (that will happen with
positive behavior changes).

Pipeline Articles www.contactcenterpipeline.com
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Measuring Training Results

Of those that do:

of participants DO NOT have
a formal process in place for
measuring the results of
contact center training.

measure the
effectiveness of
training through
tests and on-the-job
assessments

measure it by
employee
satisfaction ratings
(via surveys)

Elaine Carr: Gamification is the hot word in all training these days, and trainers are moving
beyond the games that test participants’ knowledge to games that help participants’ apply
their knowledge in situations like what they will encounter on the job.
One call center has identified four attributes that create Wow! customer experiences and
have created paper badges for each quality. The four attributes are introduced on the first day
of training, and any time a participant exhibits the attribute, they are awarded another badge to
display on their training folders. This is continued as they start taking real calls during nesting,
and awards are given to the person with the most badges in each attribute as well as overall.
By the time nesting is over, the four qualities are ingrained in the agents, and quality and
supervisors continue to reinforce them.
Another example is a baseball game that when the player hears “Play ball!” they respond
with the greeting and then they will hear an actual clip from a call where a customer explains
their situation and the player has to respond appropriately and provide the solution (with the
Instructor filling in as the customer after the initial clip). Some players in new-hire classes
respond with a “deer in the headlights” look much like what they experience when taking their
first call. The players all were much better able to respond to real calls after playing this game.
A bigger trend in training these days is to produce short 3- to 5-minute e-learning units that
agents can access during slow times or to resolve specific problems they are encountering as
they are experiencing the problem. These short “micro-learning” experiences are very focused
while still engaging. They do need to be updated as they grow stale and to be sure they are
current (easier to do since they are so short), and they need to be organized so that agents
can find what they need quickly. They also provide a good resource for the coach who is trying
to help an agent with a specific skill. Using real examples in micro-learning units makes them
all the more effective.

Pipeline Articles www.contactcenterpipeline.com
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Q. What types of training should contact centers direct more budget/
resources to? Are there types of training where budget/resources can
be reduced or reallocated?
Mike Aoki: Put more money into training agents to handle irate calls. In today’s social media
age, an irate call can quickly escalate into damaging publicity. Ten years ago, an upset customer
told an average of 10 people about a poor customer experience. Now, a single tweet or website
review on Yelp can reach thousands. For example, I recently looked for a vacation hotel for my
family. I saw one I liked, but when I checked the online reviews, there were three negative ones
that made me decide NOT to stay there. Even if an agent cannot fix the customer’s problem,
great customer service skills can ensure that an irate customer does not escalate into a social
media firestorm.
Jodi Beuder: The reinforcement of training should be invested in more, so the skills/behaviors
that are taught and learned can be implemented and reinforced constantly.

Q. What advice can you offer for communicating the value of training to
the CEO and/or CFO?
Jodi Beuder: Training will increase Csat, decrease employee turnover and, therefore, increase
revenue and decrease overhead.
Elaine Carr: Data speaks, so collect data on training. But do not shower the C-Suite with all
the data you collect. Instead, point out the things that are important to the C-Suite—the things
that support the company’s goals and initiatives. Present it in a graphical manner, directly telling
them why the information is important to them. Creating a one-slide highlight of things that
the C-Suite cares about is far more important than a deck with 100 slides showing the data
sliced and diced in 100 different ways.
What does the C-Suite care about? The impact of training on agent performance and how that
helped the company. They don’t really care about training hours, number of trainees, number
of sessions, or how much effort the trainers exerted in designing and delivering the training.
They care about how the training supported the company’s performance—increased sales,
reduced handle time, contributed to first-contact resolution, increased customer satisfaction,
etc. While it is often difficult to prove that training alone did any of these things, the fact that
it is a contributor to improvements needs to be pointed out and documented.
To sum up my advice: Just because it is important to you, doesn’t mean that it is important
to the C-Suite. Have the data to back up everything, but only present the data that the C-Suite
would want to see as impacting the company’s initiatives and goals. Be succinct, graphical
and to the point, looking at everything from the busy executive’s viewpoint, but present your
training information as a story whenever possible to help personalize the information and
make it more memorable.
Jay Minnucci: Members of the C-wing typically respond best to logical, objective arguments.
Payback should be a central theme of any type of discussion with this group. Ideally, you want
some “hard” payback (i.e., dollars and cents), but you can also include payback in terms of
outcomes like higher customer satisfaction, as long as you can provide this in an objective,
mathematical way.
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Q. What are some of the more cost-effective training techniques that
can be used in call centers?
Jodi Beuder: Lunch room bulletin board featuring “Names in Lights”—simply put up Agent of
the Month signs, Highest FCR for the Month, Highest Csat for the Month signs, etc., to show
off who is doing a great job. It will incentivize other agents to do better and practice more so
their name can be in “lights” as well.
Dina Vance: One of the most effective training techniques for use in the call center is creating
a five-minute fun exercise to use during huddles. Learning must be delivered in small, multiple
sessions to accommodate varying volume of contacts. This can be done by using a combination
of e-learning, facilitated sessions, self-study skill builders, along with plenty of practice until
the skills become second nature. Follow-up coaching directly after the training supports the
effectiveness of the training, with frequent side-by-side monitoring.

Q. Which types of contact center training produce the best ROI?
Jodi Beuder: Training your agents to understand the management’s evaluation process will
help them to improve their skills and communicate with their supervisors. Open communication
and understanding of what is being evaluated will help agents work to improve Csat, FCR and
other important metrics for that particular call center.
Nina Kawalek: Sometimes the best ROI is the one that’s straightforward and easily calculated.
Proving training ROI in direct hard-dollar terms can garner management’s trust and justify
additional investments in contact center training.
Focus on training topics that directly improve utilization of the center’s current investment
in frontline resources. Training topics that impact agent call handling efficiency nearly always
produce a positive, measurable ROI. A quick training module on schedule adherence, for example,
what that means, why it’s important in a contact center, and the impact of adherence on ASA
and customer satisfaction, can produce an immediate change in behavior and improvement in
agent adherence. Because both the agent time recovered and agent’s compensation rates are
known, here’s an area where you can easily compute ROI and cost-justify your training efforts.
To compute the ROI, measure the attendee’s adherence rates before and after the training,
compute a compensation dollar equivalent for available time recovered, and compare it to the
cost of developing and delivering the adherence training. Typically, an immediate return can
be seen. More importantly, if your training produces a longer-term change in behavior as one
would expect, those savings recur far into the future.
Another training opportunity with easily calculated positive ROI is Contact Center Professional
Training and Certification on advanced call control and call-handling skills. This is different
from online self-study modules and How to Handle Difficult Callers classes. Agents skilled in
advanced call control techniques have learned to zero-in on callers’ internal quality perception
drivers, those subconscious expectations on which callers’ base their assessment of a quality
experience. Agents who display behaviors that actively target the customer’s quality expectations increase customer satisfaction and reduce talk time. The result is a reduction in average
handle time with increased customer satisfaction. The instructor-led workshop environment is
important to competency-based training programs where participants must practice to master
call control skills.

Pipeline Articles www.contactcenterpipeline.com
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Participants in advanced call control techniques also learn scientifically proven skills for
assessing caller communication styles. This makes agents more adept at regaining and
maintaining control of interactions, managing stressful interactions, even correctly interpreting
non-verbal cues known as paralinguistics. A skilled contact center professional can learn how
to be a vocal chameleon, adapting to each caller’s preferred style, and speeding along the
communication. Adaptive Communication Skills—how to quickly assess and adapt to customers’
preferred communication styles and process preferences—does optimize talk time. The payoff
can be seen in reduced handle time, which, when multiplied by agent compensation, reveals
a hard-dollar savings in compensation cost per call.
Measure average talk time before and after advanced Contact Center Professional Certification
training, compute the reduction in compensation cost per call, and compare that to the cost
of the training. Voila! Immediate, measurable ROI.
Jay Minnucci: Time and time again, agents and frontline leaders who get exposed to welldesigned training on basic call center principles walk away with an appreciation for the
organization that they carry with them throughout their careers. This type of training provides
the “a-ha” moments that explain why certain things happen, and why contact centers do some
things differently than other operations. As an example, an understanding of how quickly a
queue can form and how that negatively impacts customer satisfaction makes it easier for an
agent to understand why arriving two minutes late can be a problem in a contact center, but
not in the accounting department.
Dina Vance: The types of training that produce the best ROI are those that allow simulated
practices in a safe learning environment. By using simulations, representatives quickly learn
the responses that produce the best experience for the customer. Learners are also guided
by customer responses, along with learning from their mistakes. Time spent practicing quickly
transfers to live calls, avoids mistakes in a live environment, and representatives can more
adeptly manage customer conversations.

Q. How is agent training evolving to reflect the changing contact center
environment?
Jodi Beuder: Focusing on behavioral change versus tactical improvement makes all the difference and is becoming the norm in agent training (or it should be!).
Dina Vance: Agent training has evolved as technology takes care of simpler requests and tasks.
What remains are the most demanding customers who require a confident, knowledgeable
representative who can make good judgments based a company’s goals. Representatives must
be able to problem solve, take immediate ownership of the customer’s issues with confidence,
and follow up on their promises.
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